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ABSTRACT 
A cultural perspective on motivation factors affecting Exhibition participation 
by 
Young Ki Lee 
 
Dr. Billy Bai, Examination Committee Chair 
Associate Professor of TCA 
University of Nevada, Las Vegas 
 
With increasing global competitions, more opportunities transcending 
national boundaries may exist for the exhibition organizers and participants. This 
study offered an integrated approach to understanding how various motivation factors 
affect the participation in exhibition. The literature review included an introduction of 
push/pull motivation theories as one of the most representative motivation theories. 
The factor analysis of survey results supported the categorization of push/pull factors 
in exhibition industry. The paper concluded that the factor analysis procedures yielded 
the motivation factor dimensions with similar natures and four underlined motivation 
dimensions of exhibition participation were labeled. Furthermore, the cultural 
difference between Western and Eastern participants was examined to employ 
differentiated strategies in promoting exhibitions. 
Keywords: MICE, exhibition industry, motivation, push/pull factors, cultural 
difference 
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PART ONE 
Introduction 
The meetings, incentive travel, conventions, and exhibitions (MICE) industry has 
the most potential for growth compared to the other fields in the tourism industry (Kim & 
Chon, 2008). The MICE industry is in the spotlight not only as an industry that elevates a 
specific country or city’s position to become a global business hub but also as an 
important economic catalyst to stimulate economic synergy effects in ancillary business 
sectors.  
There have been many researches done in the past on conventions, meetings, and 
many other tourism related fields but few have focused primarily on exhibitions. 
However, the number of studies being done on exhibitions has been increasing during the 
past few years. The exhibition industry is expected to expand its markets regionally, 
nationally and internationally in the long run. Eastern countries and regions have been 
developing exhibition businesses at a fast pace. In 2009, 205 million participants attended 
nearly 1.8 million exhibitions in the U.S. market alone. Exhibitions account for one-fifth 
of all U.S. marketing budget, the second largest expenditure next to advertising (Butler, 
Bassiouni, El-Adly, & Widjaja, 2007). Eastern exhibition participants from overseas 
including Japan, South Korea and China were the second largest visitors after the U.S. in 
2009 (U.S. Department of Commerce, 2010).  
Lee, Yeung, and Dewald (2010) urged that exhibitions have been recently 
recognized as an essential method in promoting a company’s products or services. 
Particularly, from a business perspective, motivation factors that would attract would-be 
participants to attend exhibitions are crucial issues which further studies will be 
 ２ 
considered. Many studies done on conventions have only focused on what factors will 
affect organizers to select the sites. And some recent researches have started to deal with 
the importance of attendees’ motivation factors, destination perceptions and image 
assessment (Lee, et al., 2010; Oppermann, 1996). In spite of a few researches done in the 
past addressing the issue of why people attend exhibitions, the needs of theoretical 
frameworks covering various aspects of exhibition participation have resurfaced and 
motivated many to conduct further research. 
Purpose 
Under the current global economic situation, overseas participants as well as 
domestic participants are valuable assets in the MICE industry. Their attendance benefits 
both event organizers and the hosting location (Zhang, Leung, & Qu, 2007). Therefore, 
understanding the behavior of overseas participants is necessary to occupy the 
competitive advantages while exhibition organizers should predict and practice how 
exhibition participants are likely to give feedbacks, establishing their marketing strategies 
accordingly. Therefore, the purpose of this study is to analyze motivation factors in order 
to apply the research results of extant motivation-related literatures into exhibition 
industry and to identify cultural difference with Eastern and Western participants in the 
relationship of motivation factors in exhibition participation. By comparing the 
differences and similarities of the two different groups, their motives for attending 
exhibitions will be identified. 
Statement of problem 
Despite the size and impact of the exhibition industry, there had been a lack of 
research done on the industry by researchers since most researches related to the MICE 
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industry sector mainly focused on the convention or meeting industry only. Considering 
the market potential, requests have been made for more insightful researches to be done 
in order to understand the importance of this particular segment of the MICE industry. A 
few studies have started to address the issue of limited research in exhibitions and the 
need for a theoretical framework incorporating various aspects of exhibition participation 
for further research (Lee et al., 2010; Oppermann, 1996). Furthermore, exhibition 
research has mostly examined only the Western exhibition markets such as the U.S. and 
Europe. Therefore, there is a need to understand the exhibition industry in a broader 
context to include non-western markets such as Eastern countries and regions. 
In fact, most studies have been done with restriction of research locations such as 
analyzing participants in one exhibition or comparing with some cities in one country 
which were difficult to generalize the research results into whole countries. 
Justification 
The motivation factors analysis in tourism and convention area has been studied 
in various areas (Bagozzi, 1992). Regarding motivation, several researchers have 
extensively attempted to examine a traveler’s motivation by adopting the push and pull 
force approach (Crompton, 1979; Yuan & McDonald, 1990). This theoretical framework 
has been widely used in the tourism context. Within the framework of motivation, an 
individual’s purchasing activities were understood as certain outcomes achieved by a 
desire (Bagozzi, 1992). 
Constraints 
The cross-cultural research in tourism and convention industry has been criticized 
from various prospects. For example, nationality as an indicator of culture is one of the 
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most representative examples advocated by Dann (1993) who criticized using nationality 
as a proxy of measuring culture. He argued that few nations are homogenous in terms of 
culture. The results of a research conducted at certain tourist destinations by Weiermair 
(2000) also were in favor of Dann’s idea. A range of variables such as socio-demographic 
and travel characteristics, not just culture, can influence the different results for a 
participant’s decision. Therefore, current studies warrant further investigation of the 
causal relationship with groups based on different types of participants (attendees vs. 
exhibitors) or the frequency of participation (the first vs. repeat participants). 
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PART TWO 
Introduction 
Exhibition organizers in the world have been focusing on promoting the strategic 
value of exhibitions as a business model for economic growth. Under the current 
economic situation, the exhibition business market rally is not expected within a short 
period; however, there is definitely no question about the expansion of the exhibition 
industry in the long run. It will be an irreversible trend because the future demands for 
the exhibition industry have been surging regionally, nationally, and internationally. In 
recent years, the field of hospitality and tourism research has been encroached by the 
research of exhibition (Smith, Hama, & Smith, 2003). 
Within the exhibition industry, the fight among exhibition organizers in 
enhancing their competitiveness has highlighted the importance of a more efficient and 
accurate approach of the exhibition participant’s behavior including their motivation and 
participation decisions. Therefore, in the literature review, the general concepts of 
motivation and the theoretical approach for analyzing the relationship among them based 
on cultural differences will be described. And MICE-related researches applied to each 
literature will be introduced respectively. 
Motivation 
Motivation has been referred to as a need or desire that energizes behavior and 
directs it towards a goal (Myers, 2004). The number of disciplines has facilitated the 
explanation of the phenomena and characteristics related to motivation. The push/pull 
theory of Motivation theories is one of the theoretical frameworks which have been used 
in the tourism context (Dann, 1977). Dann urged that the push and pull factors are 
motivational influences which drive the behavior of the individual tourist. This approach 
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argues when consumers travel, they are pushed by intangible forces and pulled by 
tangible forces. While the push factors stimulate socio-psychological motivations such as 
the desire for escape, relaxation, exploration, and social interaction, the pull factors are 
those that emerge as a result of attracting travelers to a specific destination such as 
facilities, historic resources as well as a traveler’s perception and expectations. Several 
researchers have extensively attempted to examine a traveler’s motivation by adopting 
the push and pull force approach and employing both qualitative and quantitative 
methods (Baloglu, & Uysal, 1996; Crompton, 1979; Kim & Lee, 2002; Klenosky, 2002; 
Yuan & McDonald, 1990). For example, Baloglu and Uysal (1996) regard push and pull 
factors as forces of motivation that push individuals into making decisions and pull those 
same individuals to a specific destination area.  
The motivation research has been applied in the MICE industry to investigate 
convention participation patterns and characters by Oppermann and Chon (1997) and 
Zhang et al., (2007). Oppermann and Chon (1997) classified motivation factors for 
convention attendance with four factors including: (1) personal and business factors, (2) 
association and conference factors, (3) location factors, and (4) intervening opportunities. 
The motivation factors and items for convention participation were revised by Zhang et 
al. Recent studies have turned their focus towards exhibitors and are paying more 
attention to their objectives in taking part in exhibitions (Lee, Yeung, and Dewald, 2010). 
According to Lee et al. (2010), the participants’ objectives for attending the exhibitions 
can be categorized into three main parts: (1) To view certain products and businesses, (2) 
To acquire certain information (on trends, companies, product launching, etc.), and (3) 
For networking purposes. The participants’ motives in attending the exhibitions were 
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classified into five parts: for purposes of business necessities, building networks, 
information search, incentive travels, and benchmarking or exploring other markets. 
Despite the importance of the exhibition industry, the experiential research on the 
attendee’s motives has been limited. Therefore, the current research examines the five 
exhibition factors developed by Lee et al. (2010) in relation to the push and pull 
motivation and understanding how motivation is structured in the exhibition context. 
Cultural difference 
Culture can be considered as a broad, impersonal reference group consisting of 
knowledge, behaviors, customs, and techniques socially acquired by human beings 
(Pizam & Mansfeld, 1999). Culture also influences the way a person behaves as a 
consumer. Cultural values, which are shared by people within a particular culture, are 
different from people to other cultures (Carman, 1978; Durvasula, Andrews, Lysonski & 
Netemeyer, 1993). Briley, Morris, and Simonson (2000) reviewed the trend of cultural 
impact in the decision process that two basic debates regarding cultural influence on 
consumer decision making have been advanced. First, many researchers have insisted on 
biases in terms of preference and in the weighting of particular forms of information 
reflecting psychological mechanisms shaped by biological evolution, not influenced by 
culture. Second, some researchers have argued that cultural knowledge that drives 
tendencies has been envisioned in terms of highly general attitude- or value- cluster, such 
as individualism-collectivism (Han & Shavitt, 1994; Hoftstede, 1983; Triandis, 1989). 
The individualism-collectivism studies have recently received much attention on both 
cultural psychology and marketing fields (Bagozzi, 1994; Han & Shavitt, 1994; Hoftstede, 
1983; Traindis, 1995). Recently, Lee and Kacen (2008) examined factors that are to 
influence a consumer’s planned and impulse driven purchase decisions, comparing 
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individualists with collectivist consumers. They found that there are cultural differences 
in decision making and satisfaction. 
There are differences in the tourist behavior on the basis of nationality (Yuan & 
McDonald, 1990). Briley, Morris, and Simonson (2000) compared different countries 
such as America, Japan and China to understand the influence of culture on decision 
making. Their findings suggest that when reasons are required for decision, individuals 
from Eastern cultures may often choose those that support compromise while individuals 
from North American culture may often choose those that support pursuing a single 
interest.  
MICE industry overview in western and eastern countries 
According to the recent report released by the Union of International Associations 
(UIA), despite economic crisis, the total number of international meetings held 
worldwide in 2010 was 12,015 which increased by 4.3% more than that of the past year 
(See Table 1). The first country was the U.S. (936). And the second was Japan (741) 
following Singapore (725), France (686) and Belgium (597) respectively. 
Table 1  
Top International Meeting Countries in 2010 
 Country Number of the meetings Percentage of all meetings 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
USA 
Japan 
Singapore 
France 
Belgium 
Spain 
Germany 
Korea Rep 
UK 
Austria 
936 
741 
725 
686 
597 
572 
499 
464 
375 
362 
8.1% 
6.5% 
6.4% 
6.0% 
5.2% 
5.0% 
4.3% 
4.0% 
3.3% 
3.1% 
Source: International Meetings Statistics for the Year 2010, UIA 
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What is more impressive is that out of the top ten countries, three countries are 
Eastern countries, indicating that some of the main cities in Asia have appeared on the list 
of the top competitive cities in the world on behalf of the MICE industry (See Table 2). 
Table 2  
Top International Meeting Cities in 2010 
 Country Number of the meetings Percentage of all meetings 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Singapore 
Brussels 
Paris 
Vienna 
Seoul 
Barcelona 
Tokyo 
Geneva 
Madrid 
Berlin 
725 
486 
394 
257 
201 
193 
190 
189 
175 
165 
6.4% 
4.4% 
3.6% 
2.3% 
1.8% 
1.7% 
1.7% 
1.7% 
1.6% 
1.5% 
Source: International Meetings Statistics for the Year 2010, UIA 
Reports from the Global Association of the Exhibition Industry (UFI, 2007) show 
that the global figures dedicated to exhibition venues with a minimum of 5,000 square 
meter of indoor exhibition space confirmed to be a total of 27.6 million square meters 
with 1,062 units. The first 5 countries including the U.S., Germany, China (including 
Hong Kong and Macau), Italy, and France have covered the 58% of the total exhibition 
venues. In this report, by the year 2010, this would be expected to grow to 31.1 million 
square meters with 99 new exhibition venues in EU, 44 in the U.S., 28 in East Asia and 
10 in Central Asia respectively. 
Due to the economic recession, the global exhibition industry has been affected 
and faces significant challenges according to the survey of global exhibition prospect 
2011 conducted by the Global Association of the Exhibition Industry (UFI). Most 
exhibition organizers and managers in the world prospect positively that the exhibition 
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market will be bigger than before and the business environment will be much better than 
last year (UFI, 2011). In fact, as for German’s exhibition industry, a modest recovery has 
been sustainable from the first half of 2010 and the 157 international trade fairs held in 
2010 were attended by a total of 173,421 exhibitors, of whom 92,254 came from abroad. 
The mood among exhibitors and visitors was positive, and the overall number of 
exhibitors and visitors for 2011 will be expected to rise by approximately 3% (AUMA, 
2011). Above all, the markets in Asia have been increasing by 6% in terms of growth rate 
on the exhibition venue rental bases, 10% in China, and 8.8% in India respectively (BSG, 
2010). On the other hand, the U.S. market has not shown up any positive prospect until 
recently except for the increasing numbers of exhibition attendees in the second quarter 
of 2010 compared to the second quarter of 2009 (CEIR, 2011). 
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PART THREE 
Introduction 
This chapter will show the methodology, data analysis, and conclusion based on 
the reviews of the related literatures. As for methodology, instrument for survey and data 
collection in turn will be introduced. 
As far as data analysis is concerned, all the items will be classified into each 
push/pull factor group using factor analysis. The overall results of all the participants will 
be analyzed, followed by the analyzed results of the differences between Western and 
Eastern participants. The two analyses will be compared. The cultural differences 
between Western and Eastern participants will then be investigated by comparing them 
with factor analysis results.  
Methodology 
Instruments 
Based on previous studies, research questions consisted of two primary sections: 
the participants’ motivation factors and demographic information. Under the motivation 
factors, the push/pull factors were listed. Demographic information included gender, age, 
education, nationality, and participation type. The respondents’ motivations were 
measured in 24 items on a 5-point anchor scale (1 = “strongly disagree” to 5 = “strongly 
agree”). 
Data collection 
After receiving IRB approval on Feb 21, 2011, all data were collected by self-
administrated surveys in two ways: (1) an intercept approach at an exhibition in Las 
Vegas, U.S.A. from February 14 - 16, 2011 and (2) an email survey to exhibition 
participants in 20 different countries through Korea Trade-Investment Promotion Agency 
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(KOTRA) from February 14 to March 5, 2011 (See the appendix C). The mixed data 
collections were employed to provide generalized results from various exhibitions. Out of 
333 responses (124 from onsite and 209 from email), five responses were excluded due to 
response error and 328 responses were used for data analysis. On the basis of a 
participant’s nationality, the study sample was divided into two groups: Eastern (191 
participants) and Western (137 participants). 
The results showed that 17 different Western countries and 11 Eastern countries 
were classified for this study (See Table 3). The number of participants from the U.S. was 
most dominant in the Western countries whereas the number of participants with Korean 
nationality was the highest in Eastern countries followed by China.  
Table 3  
Western and Eastern Countries in Survey Results 
Western country 
(South & North America, and Europe) 
Eastern country 
(Not including Middle East and Africa) 
USA 
Russia 
Canada 
Chile 
Guatemala 
Panama 
Belgium 
Australia 
Colombia 
UK 
Brazil 
Italy 
Bahamas 
Ecuador 
Germany 
Peru 
Portugal 
64 
13 
10 
11 
9 
6 
5 
4 
3 
3 
2 
2 
1 
1 
1 
1 
1 
Korea 
China 
India 
Vietnam 
Hong Kong 
Japan 
Taiwan 
Indonesia 
Bangladesh 
Singapore 
Pakistan 
76 
61 
18 
9 
7 
6 
6 
5 
1 
1 
1 
Total 137 Total 191 
Source: Survey results conducted during February and March, 2011 
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Data analysis 
An exploratory factor analysis was conducted to identify the number of 
dimensions among motivation attributes. Principal Axis Factoring (PAF) and Maximum 
Likelihood (ML), two factor analysis extraction methods, were chosen to determine 
whether the solutions are stable across the procedures because PAF and ML generally 
provide the best results (Costello & Osborne, 2005). Two rotations of orthogonal 
(varimax) and oblique (direct oblimin) method were used to determine if they were 
sizable correlations between the extracted factors. Item inclusion decisions were based on 
factor loadings with a cut-off value of 0.35, eigen-values greater than 1, Scree plot, and at 
least 60 % of variance explained. The reliabilities of the dimensions were assessed by 
Cronbach’s Alpha to test the stability of variables retained in each factor. 
Results 
Motivation factors 
The participation decision-making process model for conferences was first 
introduced by Oppermann and Chon (1997) and revised by Zhang, Leung, and Qu (2007). 
In these studies, four major factors were categorized and all domains and items were 
quoted from their research (See Table 4). These factors cannot be applied exactly to 
exhibitions as they were a model focusing on conferences.   
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Table 4  
Conference Participation Decision-making Factors 
Organizer factors  Location factors  Total cost factors  
Involvement with 
association 
Global Community Peer 
recognition 
Personal interaction  
Professional contacts 
Accessibility of 
Convention Destination 
Accommodation & hotel 
facilities 
Attractiveness of 
Convention Destination 
Availability of night life 
Climate 
Common language 
Destination image 
Direct flight 
Distance of trip 
Ease of visa application 
Food & restaurant 
facilities 
Friendliness of locals 
Previous experience 
Safety/security 
Scenery/sightseeing 
opportunities 
Accommodation costs 
Conference registration 
cost 
Exchange rate 
Monetary Cost 
Time Cost 
Transportation costs 
Trade off on alternative 
conferences 
Trade off on time at the 
office 
Trade off on time with 
family 
Trade off on time with 
friends  
Trade off on vacations 
 
Personal/business factors  
Desire to learn  
Family  
Finance 
Funding 
Health 
Professional  
advancement 
Time availability 
Note. This table was quoted and revised from the research of Zhang et al. (2007). 
Although these components were used as decision-making factors, they have been 
identified as motivational attributes in other researches (Godar & O’Conner, 2001; Lee, 
Yeung & Dewald, 2010; Smith, Hama, and Smith, 2003). Among these researches, Lee et 
al., (2010) introduced exhibition attendance motivation factors in their research. Table 5 
shows the 5 domains of exhibition participation motivations being explored in their 
survey questionnaire, as well as the 20 sub-items that correspond to each of the domains. 
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Table 5  
Exhibition Attendance Motivators 
Fulfillment of 
business needs 
Networking 
opportunity 
Information 
search 
Reward 
(incentive) 
travel 
Market 
investigation 
To develop new 
distributors 
To discuss 
specific 
problems/talk 
to experts or 
current suppliers 
To make 
business 
contracts 
To see a specific 
company 
To see a specific 
product/ service 
To build insights 
into industry 
To build 
relationship with 
exhibitors for 
future purchase 
To get involved 
in special events/ 
seminars 
To seek 
interactions with 
exhibitors and 
other visitors 
To show the 
industry support 
To obtain up-
to-date 
technical, 
product, or 
training 
information  
To see new 
companies 
To see new 
products and 
developments 
To stay 
abreast of 
current 
technologies 
Because it 
was reward 
for 
accomplish
ments 
Because the 
registration 
is free 
To compare 
products/ 
services 
To investigate 
other 
alternatives 
To look over 
the competing 
products/ 
service 
offerings  
To try new 
products/ 
demonstration 
 
Note. This table was quoted and revised from the research of Lee et all. (2010). 
Factor analysis for overall respondents 
For this study, referring to the above two lists of factors, 24 items were collected 
for the surveys and out of 24 items, four factor groups were extracted based on ML and 
PAF solutions. Comparisons of the extraction method between ML and PAF and the 
rotations between the orthogonal and oblique solutions indicated that four factors were 
correlated. The ML represented extracted factors with corresponding items were clearer 
than the PAF solution. The oblique rotation yielded more interpretable factors than the 
orthogonal. Hence, this study reports a four-factor ML solution with oblique rotation of 
24 attributes produced based on Eigen value criteria and the Scree plot. The results of the 
exploratory factor analysis for motivation are reported in Table 6 which includes the 
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factor label, retained items, factor loadings, the eigen-values, the variance explained, and 
reliabilities. 
The 333 cases provided a good sample size for factor analysis (Tabachnick & 
Fidell, 2007). All cases combined provided an overall analysis result without any 
consideration of cultural differences whether Eastern or Western. The results of the 24 
items passed Bartlett’s Test of Sphericity (p < 0.0005) which indicates that the data had 
sufficient correlation to conduct the factor analysis. The Kaiser-Meyer-Olkin (KMO) 
measure of sampling adequacy for motivation was 0.886, which are “meritorious,” based 
on correlation and partial correlation (Kaiser, 1974). The analysis explained 60.88 % for 
motivation. Overall, the results of Bartlett’s Test of Sphericity, KMO, and variance 
explained indicate that the use of factor analysis on 24 attributes was appropriate. The 
results of the factor analysis for motivation produced a clean factor structure with 
relatively high loadings and minimal overlap on the appropriate factors which shows all 
factors were independently structured. The reliabilities for factors ranged from .56 to .89. 
This indicates a good or strong internal consistency, except for F3 (Hair, Black, Babin, 
Anderson, & Tatham, 2006). The relatively low reliability for F3 resulted from only three 
items in F3 because a factor with fewer than three items is generally unstable while five 
or more items are desirable (Costello & Osborne, 2005).  
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Table 6  
The Factor Analysis of Motivation (Overall) 
Items F1 F2 F3 F4 
Accommodation .892       
Food & restaurant  .888       
Night life .837       
Sightseeing .639       
Friendliness of location .497       
Distance .463       
Get training information   .778     
Get technology information   .748     
Attend event   .637     
Desire to learn   .621     
See new items   .500     
See competitor’s item   .459     
Meet new partners     .683   
Make business contracts     .500   
Meet current partners     .438   
Common language       .646 
Destination image       .637 
Time availability       .623 
Climate       .502 
Reputation       .455 
Safety      .440 
Financial support       .431 
Pre-experience       .417 
Rewards       .365 
Eigen-value 7.620 2.589 1.816 1.384 
% of Variance 31.751 12.788 9.569 6.768 
Cumulative % 31.751 44.540 54.109 60.876 
KMO measure 0.888 
   Bartlett’s test of Spericity 0.000 
   Reliability .886 .802 .562 .856 
Mean 3.001 3.462 3.912 3.223 
Note. Maximum likelihood Extraction Method and Oblimin Rotation Method were used.  
The results were categorized into 4 factor groups through the factor analysis: two 
for the push factors and the other for the pull factors respectively. The four factors were 
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labeled as push1: Business needs (business), push2: Information search (inform), pull1: 
Local factor (local), and pull2: Exhibition factor (exhibition). Business needs (M = 3.91) 
was ranked to be the highest, followed by information search (M = 3.46), Exhibition 
factor (M = 3.22), and local factor (M = 3.00). Table 7 shows the final summary of four 
motivation factors grouped by factor analysis. 
Table 7  
The Summary of Four Motivation Factors 
Push factor Pull factor 
F3: Business 
needs 
(Business) 
Make business  
contracts 
F1: Local 
factor 
(Local) 
Accommodation 
Meet current partners  Distance  
Meet new partners Friendliness 
 Food & Restaurant 
 Night life 
 Sightseeing 
F2: 
Information 
search 
(Inform) 
 
 
Attend event F4: 
Exhibition 
Factor 
(Exhibition) 
Climate 
Desire to learn Common language 
Get training information Destination image 
Get technical information Financial support 
See new items Reputation 
See competitor’s items Rewards 
  Pre-experience 
  Safety 
  Time availability 
Factor analysis for Western respondents 
On the other hand, 137 out of the 328 cases were Western participants. In the 
overall factor analysis, there were a total of 24 attributes listed whereas the Western 
factor analysis excluded the 3 attributes: Sightseeing, getting training information, and 
seeing competitor’s item because they were not grouped within the 5 categories. 
Therefore, 21 out of 24 attributes were retained in the model. The results also showed 
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that common language under the local factor and pre-experience under business needs 
were deemed as meaningless due to the criteria of being less than .35.  
Table 8  
The Factor Analysis of Motivation (Western) 
Items F1 F5 F2 F4 F3 
Accommodation .915     
Food& restaurant .845     
Night life .738     
Safety .472     
Friendliness of 
location 
.424     
Distance .394     
Common language      
Climate  -.836    
Destination image  -.550    
Reputation    -.382  
Get technology 
information 
  .782   
Desire to learn   .694   
Attend events   .590   
See new items   .476   
Financial support    -.836  
Time availability    -.682  
Rewards    -.594  
Meet current partners     .552 
Contract     .546 
Meet new partners     .443 
Pre-experience      
Eigen-value 7.361 2.340 1.476 1.239 1.119 
% of Variance 35.054 11.142 7.027 5.899 5.328 
Cumulative % 35.054 46.197 53.223 59.122 64.450 
KMO measure 0.854     
Bartlett’s test of 
Spericity 
0.000     
Reliability .898 .776 .750 .783 .556 
Mean 3.265 3.215 3.423 3.166 3.821 
Note. Maximum likelihood Extraction Method and Oblimin Rotation Method were used.  
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Each of the factors listed above, F1 through F5, is summarized below in Table 9 
for the Western respondents analysis. The results were divided into 5 factors, 3 of them 
were the same as the overall factor analysis which included the local factor, information 
search and business needs. However, in the Western survey, the exhibition factor was 
divided into 2 separate factors which were different from the overall factor analysis. 
According to Zhang et al (2007), the total cost factors were an important motivational 
factor. With the support of his suggestion, the Western survey divided the exhibition 
factor into the cost factors and the other exhibition factors. Business needs (M = 3.821) 
was ranked to be the highest, followed by information search (M = 3.423), local factor (M 
= 3.265), and exhibition factors (M = 3.215 and 3.166). 
Table 9  
The summary of five motivation factors (Western) 
Push factor Pull factor 
F3: Business 
needs 
(Business) 
Meet current 
partners 
Make a contract 
Meet new partners 
F1: Local 
factor 
(Local) 
Accommodation 
Food & restaurant 
Night life 
Safety 
Friendliness of location 
Distance 
F2: Information 
search 
(Inform) 
Get technology 
information 
Desire to learn 
Attend events 
See new items 
F4: Exhibition 
Factor  
(Total Costs) 
Financial support 
Time availability 
Rewards 
  F5: Exhibition 
Factor  
(Others) 
Climate 
Destination image 
Reputation 
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Factor analysis for Eastern respondents 
Out of the 328 cases, 191 were Eastern participants. Just as the Western factor 
analysis, the results were divided into 5 factors. Three of them were the same as the 
overall factor analysis which included the local factor, information search and business 
needs. However, in the Eastern survey, the exhibition factor was divided into 2 separate 
factors which were different from the overall factor analysis. Unlike the Western factor 
analysis, the Eastern factor analysis had every attribute exceed the .35 criteria. The meet 
current partners attribute was a part of the business needs in the overall and Western 
analysis as opposed to the Eastern analysis where the attribute was in the exhibition 
factor. The safety attribute was a part of the exhibition factor for the overall and Eastern 
analysis whereas the Western analysis, it was under the local factor.  
  
 ２２ 
Table 10  
The Factor Analysis of Motivation (Eastern) 
Items F1 F2 F3 F4 F5 
Accommodation .936     
Food& restaurant .887     
Night life .830     
Distance .473     
Get technology 
Information 
 .705    
Attend event  .680    
See new items  .597    
Desireto learn  .587    
Meet new partners   .733   
Contract   .627   
Common language    .763  
Destination image    .612  
Climate    .568  
Time availability    .536  
Pre-experience    .451  
Safety    .448  
Friendliness of 
location 
   .445  
Reputation     .614 
Financial support     .459 
Rewards     .382 
Meet current partners     .378 
Eigen-value 6.593 2.047 1.943 1.463 1.131 
% of Variance 31.397 9.746 9.251 6.968 5.385 
Cumulative % 31.397 41.142 50.393 57.361 62.746 
KMO measure 0.847     
Bartlett’s test of 
Spericity 0.000    
 
Reliability .896 .730 .672 .842 .610 
Mean 2.846 3.435 4.064 3.214 3.257 
Note. Maximum likelihood Extraction Method and Oblimin Rotation Method were used. 
Business needs (M = 4.064) was ranked to be the highest, followed by 
information search (M = 3.435), local factor (M = 2.846), and exhibition factors (M = 
3.257 and 3.214). Each of the factors listed above, F1 through F5, are summarized below 
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in Table 11 for the Eastern respondents analysis. The results were divided into 5 factors, 
3 of them which included the local factor, information search and business needs. 
Exhibition factor was divided into 2 separate factors in the Eastern survey. The Western 
factor analysis contained two exhibition factors and clearly had standards for the cost 
factor but the Eastern analysis had failed to clearly show the reason why the attributes did 
not fall under a certain, distinguished category. 
Table 11  
The Summary of Five Motivation Factors (Eastern) 
Push factor Pull factor 
F3: Business 
needs 
(Business) 
Meet new partners 
Make a contract 
F1: Local 
factor 
(Local) 
Accommodation 
Food & restaurant 
Night life 
Distance 
F2: Information 
search 
(Inform) 
Get technology 
Information 
Attend event 
See new items 
Desire to learn 
F4: 
Exhibition 
Factor 1 
(Exhibition) 
Common language 
Destination image 
Climate 
Time availability 
Pre-experience 
Safety 
Friendliness of location 
 
  F5: 
Exhibition 
Factor 2 
(Exhibition) 
Reputation 
Financial support 
Rewards 
Meet current partners 
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Conclusions 
This study offers an integrated approach to understanding the exhibition 
participants’ motivation and to examining the cultural differences among the motivation 
factors. Through the overall factor analysis, all 4 factors were viewed as 4 distinctive 
categories in terms of the push/pull factors. On the other hand, because of the 
dissimilarities shown between the two analyses (overall and Western and Eastern 
analysis), it reflects the differences between the two cultures. As for the Western and 
Eastern factor analyses, the local factor (safety) and the exhibition factor from the 
Western group showed different patterns on motivation compared to those from the 
Western group. The Western analysis was divided into two categories (total cost factors 
and other exhibition factors) and the attributes fell into each of the categories very clearly 
while the Eastern analysis failed to show why there was a definite reason as to why the 
attributes did not have a specific category. The greatest implication is that there was a 
cultural difference that existed when the two analyses were compared. The pull factor and 
exhibition factor can especially be applied to the local factor which represented the 
difference between Western and Eastern participants. The results suggest that the 
exhibition industry need to appreciate cultural differences regarding participation 
motivation and employ differentiated strategies in promoting exhibitions. 
A variety of practical applications of these results will be done in the real 
exhibition fields. The strategic approaches based on cultural background should be 
necessary for marketing managers especially in exhibition industry. The differentiated 
marketing strategies to Western participants or Eastern participants in MIPIM Asia, a 
famous international investment fair in Hong Kong, are a good example. For the Western 
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participants who are likely to attend the exhibition with pull motivation factors such as 
night life, accommodations, or food and restaurants, the exhibition organizers used to put 
Hong Kong’s entertainment promotions into their priorities, whereas for the Eastern 
participants, they used to emphasize on the reputation of this exhibition and the business 
results in past years with concrete statistical numbers to attract the Eastern participants 
who prefer join the exhibitions having more business-oriented activities. The 
establishment of the regional offices for their international potential exhibitors and 
attendees or the localized recruitments of the promotion staffs for international markets 
are also good examples to use the differential approaches for their successful business. 
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